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接受美学(Aesthetics of Reception)又称“接受理论”，它起始于 20 世纪 60 年代，其代表人物是德国康斯坦茨学派的姚斯
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准确的媒介和宣传品就成为景区、景点及旅游地传播信息，树立形象，进行营销的重要工具和手段。如图 1 所示。  
 




















区”，及英文译名“Dr.Sun Yat-sen's  Mausoleum beauty spot”一看这个路牌，“老外”十有八九要念成“中山陵美人痣”。“风





















































































然流畅之美。例 1： Walk in Britain in Style； Enjoy a relaxed， escorted walking tour through idyllic villages and 









表达思维缜密，行文注重逻辑，用词简洁自然的英语表达习惯。例 2： Tiny islands are strung around the edge of the peninsula 




It becomes a famous tourist resort， where the visitors can travel around ancient and quiet scenic spots， enjoy the 
various beautiful flowers in early spring， the cool holidays in summer， the red leaves in late fall and the splendid snow 
scenes in winter.——It provides information about the pleasure of Fragrance Hills. The language is beautiful and persuasive. 
The public sign reads very appealing.例 4：南苑树木葱茏，绿草如茵;北苑林路漫漫，曲径通幽;东苑依山面海，景色宜人，
均是不可多得的休闲游览胜境。All three are beautiful gardens with avenues of green trees and patches of lush grass 
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